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Fit for the future

As you’ll read on p18 I am pleased to confirm
that our governance review has resulted
in positive steps that were ratified by our
members at the AGM, to ensure that British
Marine is future-proofed and ready for the
challenges of tomorrow.
This followed 12 months of combined work by our team at Marine
House, our Management Board, our British Marine Boat Shows Board
and our Council. As members, we can feel confident with the sheer
level of effort that has been directed to this project. The process has
received the highest level of debate, scrutiny and challenge.
As a member in one form or another for 36 years, I can assure
you of the mutual resolve to take British Marine to the next levels of
efficiency and success.
Now the process continues along a charted course, with work to do
in the achievement of ISO accreditation, a British Marine organisational
review and focusing on our important Futures project – which is
researching how best to serve the next generations of boat users in
changing times. Plus of course, the continuous marketing of our British
Marine brand.
Meanwhile the British Marine team continues to offer guidance
across the broadest of subjects and knowledge, as well as support and
assistance that we can call upon, day in, day out.
Being a member of British Marine is a clear message to clients, peers
and competitors that our businesses are focused on delivering high
levels of satisfaction in all aspects of the marine industry, be it sales,
service, training or advice.
Enjoy the Summer and look forward to TheYachtMarket.com
Southampton Boat Show...it’s nearer than we think!
David Pougher
President, British Marine

London Boat Show relaunch plans in focus

Carol Taylor – sales account manager

Rob Clay of TCS Chandlery on his business
and the importance of face-to-face
chandlers for the wider market

Our infographic overview of the latest
Watersports Participation Survey

British Marine Board and Council
changes explained

Making a difference
I’ve worked with British Marine in various
capacities for more than 30 years now. I can bore
for Britain with tales of Try-a-Boats here and Boat
Show demos there. I have been the beneficiary of
British Marine services over that time and tried to
contribute in various ways, but I’ve never served
on an association committee, until getting involved last year.
It’s not always easy to find the time, but in the very few words I
have left here take it from me – adding your insight to a committee is
rewarding and essential, as you’ll read in the pages of this edition.
Kim Hollamby
Editor, British Marine magazine
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featured in British Marine magazine. No responsibility can be taken for any loss arising from action taken or refrained from on the basis of this publication. Articles offering
financial, legal and insurance advice will only provide a short overview and it is essential to seek professional advice before taking action based on the contents.
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QUARTER DECK

Your guide to British Marine news, events and services

BOAT SHOWS

New Southampton Boat Show title sponsor
British Marine Boat Shows is delighted
to announce a partnership deal
with TheYachtMarket.com for the
Southampton Boat Show. The 2017 and
2018 editions of the event will be named
as TheYachtMarket.com Southampton
Boat Show.
Murray Ellis, chief officer for boat
shows at British Marine, said: “We are
delighted to welcome TheYachtMarket.
com as our new title sponsor.
This collaboration recognises the
Southampton Boat Show’s continued
outstanding success and reputation as
a key event on the global boat show
calendar; it also underlines the amount
of business conducted at the Show,
both by the trade and visitors. We are
delighted to support brands that want to
align themselves with such a strong and
successful event.”
Founded in 2003, TheYachtMarket.com
is an global online marketplace for boats

and yachts for sale.
It represents brokers
in 66 countries and
deploys cutting edge
technology and
cost effective and
targeted marketing
resources for its
brokers, dealers and
marine advertisers.
Richard W
Roberts, CEO
and founder of
TheYachtMarket.com, added: “This is
one of the greatest opportunities for
us and will help us realise our vision
for the company. We have grown
considerably over the last 14 years
and being the official title sponsor of
the TheYachtMarket.com Southampton
Boat Show is simply a dream come
true. We cannot wait to enjoy this
successful partnership that we know

COMMERCIAL MARINE

Large numbers for small commercial
British Marine has published key findings for the UK’s small
commercial marine sector in response to a call by British Marine
association, Commercial Marine, for a greater level of market
intelligence. This is deemed pivotal for the future planning of
member businesses and to ensure their importance to the wider
economy is fully understood.
According to the research, the sector generated a turnover of
£182m in 2015-16, employing 1,876 people across 395 firms. Half of
the sector’s turnover was generated by companies within the supply
chain, whilst a third was from commercial marine builders and the
remaining 13 per cent was secured by business services.
Over the coming year, British Marine will be continuing with
extensive studies into the UK’s small commercial marine sector. This
will allow it to determine accurate data on the industry and enable
member companies to identify key business opportunities.
Howard Pridding, chief
executive officer at British
Marine, comments: “As one
of the three core sectors we
represent, the commercial
sector is a vital element for
the success of the whole UK
marine industry. With the
assistance and guidance of the
Commercial Marine Committee,
we will provide our members
with the vital resources and
services that they need.”

Richard W Roberts, CEO and founder of
TheYachtmarket.com (left) and Grant Burgham,
head of commercial at British Marine (right)
will significantly benefit our customers,
brokers and advertisers.”
TheYachtMarket.com Southampton
Boat Show 2017 takes place from 15-24
September. For more information visit
southamptonboatshow.com

Rights of EU citizens in the UK
On 26 June the UK Government published its proposals
for handling the rights of European Union citizens in
the UK once the UK has withdrawn from the EU.
British Marine has maintained a clear position that
it wants to ensure UK marine businesses retain access
to skilled EU labour and that UK citizens can continue
to work around the EU. Marine businesses right across
the UK, indeed from all sectors, want to see an early
agreement on protecting the rights of EU citizens here
and UK citizens abroad. As the negotiations progress,
British Marine hopes to see a low-cost, speedy and
simple solution to be put in place for EU citizens to
establish their right to settlement in the UK.
It is important to note that until the UK formerly
leaves the EU, nothing has changed. EU citizens
resident in the UK and those UK citizens living across
the rest of the EU retain their full rights.
The Home Office
has produced a
factsheet summarising
its proposals – see
britishmarine.co.uk/
News/2017/June/Rightsof-EU-citizens-in-theUK for links to this
factsheet and the
Government’s full
statement.
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QUARTERDECK

Superyacht UK Young Designer Sky high
Superyacht UK Young Designer 2016, Dastinas Steponenas, has unveiled an
eye-catching superyacht called ECTHETA, designed in honour of new Sky Atlantic
series, Riviera. Introduced by British Marine and
Superyacht UK to Sky, this rapidly emerging
talent has styled ECTHETA on the characters
in the series, which has a storyline based
on the Côte d’Azur and stars Julia
All episodes
Stiles, Iwan Rheon, Phil Davies
of Riviera
and Anthony LaPaglia. The
are available to
superyacht features an art
view on Sky Atlantic
gallery, helipad, spectacular
and NOW TV. Dastinas
on-deck infinity pool and
meanwhile is continuing
even a secret room for
to make a name for himself in
the owner to hide his
the real world and is pursuing a
most valued possessions.
promising career in superyacht design.

Families set for a ‘Swashbuckling’ good time
Celebrity pirate Gemma Hunt, from hit CBeebies programme Swashbuckle, will be helping
to kick off all the action on the first weekend of TheYachtmarket.com Southampton Boat
Show. Appearing live in full costume over the course of Saturday 16 September, Gemma
will be taking to the stage to wow the Show’s youngest visitors with a special pirate song
and dance show. She will also be doing meet and greets and autograph signings.
Gemma will also be climbing aboard the Show’s tall ship, the Kaskelot (see below),
giving visitors another opportunity to meet the famous buccaneer and have their picture
taken with her. Gemma comments: “I’m
so excited to be appearing live at this
year’s Show. I love being out on the
water and this event is the perfect place
to introduce little ones to life on the
ocean waves. I can’t wait to meet some
of our fantastic Swashbuckle fans and
give them a brilliant day to remember.”
The Kaskelot is a three-masted
barque, built in 1948 and one of
the largest wooden ships still in
commission. Her crew will be welcoming
visitors onboard to explore this former
Baltic trader’s charms and chat about
her incredible history.
APPRENTICESHIPS

Trailblazing for marinas and yards
An employer group, chaired by Jon Eads of Salterns Marina,
has succeeded in gaining approval to develop a new Marina
and Boatyard Operative Apprenticeship Standard. Following
extensive scrutiny by a number of panels within the Institute
of Apprenticeships, the employer group can now go on and
produce an apprenticeship standard that meets the needs of
the industry and maximises the opportunities afforded by the
apprenticeship reforms.
If you are interested in supporting the employer group
members, or for further information on the development of the
Marina and Boatyard Operative standard, please contact Chris
Holmes at cholmes@britishmarine.co.uk
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News in brief
Self-service applications – the
Marine Management Organisation (MMO)
has introduced an automated process for
obtaining permission to carry out activities
which are a low risk to the marine
environment. See
britishmarine.co.uk/nib155
Multilingual DOC – the
International Marine Certification Institute
(IMCI) has released a Declaration of
Conformity (DOC) for boatbuilders that
auto completes in other languages. See
britishmarine.co.uk/nib156
Marina Workboat guidance
– a new guidance note is available for
workboats used in and around marinas.
See britishmarine.co.uk/nib157
Proud member plaque –
Superyacht UK members
can now order high
quality perspex
membership plaques.
See britishmarine.
co.uk/nib158
Load Line consultation – The
Maritime Coastguard Agency (MCA) is
recasting the merchant shipping (Load
Line) Regulations to reflect up-to-date
requirements. Consultation is open until
24 August. See
britishmarine.co.uk/nib159
MIC check – a Manufacturers Identity
Code (MIC) checker is now available on
British Marine website. See
britishmarine.co.uk/nib160
Talking heads – British Marine’s
chief executive, Howard Pridding, and
technical manager, Ross Wombwell, recently
met with decision-makers in the Maritime
and Coastguard Agency (MCA) and the UK
Ship Register (UKSR) to examine topics of
mutual interest. See
britishmarine.co.uk/nib161
Composite showcase
opportunity – Composites UK is
looking for speakers to present on a variety
of topics at its October showcase event. See
britishmarine.co.uk/nib162

DIARY
AUGUST

ASSOCIATIONS

Promoting professionalism and apprenticeships
simple electrical installation using
low voltage DC – we’re very keen to
encourage younger people into our
sector and this competition is just
one way of promoting the career
opportunities that are available.
“We’re very conscious of the fact
that the industry is largely selfregulated from an electronic and
electrical point of view and that
is why we promote the training
courses. We’re trying to work closer
with our waterside dealer members
to emphasise the requirements
for training and promote the fact
that they can offer end users a
professional, qualified and reliable
service as a way of differentiating
them from individuals who just turn
up with a bag of tools, then leave
the customer with no support or
help. Professionalism is important
– our qualifications are voluntary,
but they are meaningful and based
on standards and the Recreational
Craft Directive.
“We also support members that
contact us regarding technical
issues with equipment, installation
queries and regulations. Some
of that work is handled by the
Technical team at British Marine
and some of it we deal with
directly ourselves, so our members
assist each other. We also want
to develop our website further
(see bmeea.org) with a section to
illustrate how poor installation can
damage equipment. It’s another
way that we aim to encourage
professionalism – if the quality of
the installation is improved then
the reliability of the product
improves also.”
The British Marine Electrical and Electronics
Association Conference which will be held this
year on 18 October in Southampton

SEPTEMBER

5 September
British Marine Board Meeting, Egham
6 September
Selling Skills for the Marine Industry, Southampton
7 September
Apprentice Mentoring Workshop – Initial, Southampton

OnEdition

The British Marine Electrical and
Electronics Association is a very
active body comprising just over
100 manufacturers, dealers and
installers. It has its own Code
of Practice and working with
British Marine, has developed four
electrical and electronic training
courses that run regularly and are
always well subscribed.
Derek Gilbert of Raymarine, the
association’s chairman, explains
the focus is now on its annual
conference, which will be held
this year at West Quay Novotel
in Southampton on 18 October:
“Steve Spitzer, the technical
director of the National Marine
Electronics Association, will be
making a return visit following his
appearance in 2014 to update on
latest interfacing issues including
NMEA 2000 and OneNet. We’ll also
have several other presentations
covering topics as diverse as lithium
battery management, the role
of technology in modern search
and rescue and opportunities for
apprenticeships within our industry.
“The Conference is a great
opportunity for networking,
because our association includes
manufacturers, importers and
dealers. Companies can take booths
to promote new products – it gives
attendees a first glimpse of new
launches ahead of METSTRADE.
“During the day, we will be
running a competition aimed
directly at apprentices and
delegates from colleges and
boatbuilders for up to 10 teams of
two people each. The task will be
to design, build and demonstrate a

1 August
British Marine Thames Valley Committee Meeting, Egham
25 August
RCD Awareness Course, Egham

15-24 September
TheYachtMarket.com Southampton Boat Show 2017
19 September
British Marine Associations Breakfast Networking,
TheYachtMarket.com Southampton Boat Show
19 September
PBA Steering Group Meeting, Southampton
27-30 September
Monaco Yacht Show 2017

OCTOBER

3 October
The Law Relating to Brokerage and Boat Retailers, Portsmouth
8-13 October
Advanced Marina Management Course, Beaulieu, Hampshire
17 October
RCD Awareness Course, Cambridge
18 October
BMEEA Conference Day 2017, Southampton
19 October
Social Media Workshop, Southampton
23-24 October
BMET Electrical Course, Cambridge
25 October
Marine Electronics Installer, Cambridge
26 October
British Marine Trades Association Committee Meeting, Egham
31 October
British Marine Thames Valley Committee Meeting, Egham

CASE STUDY

SOLE MATES

Husband and wife team Jan and Nigel Oates made a life changing decision to launch Below Decks four
years ago. Kim Hollamby visited the Dorset-based marine carpet service to see what has happened since

“C

an we go to France in this?”
That’s a risky thing to ask on
a smaller boat as it inevitably
grabs the heart of any confirmed boating
enthusiast and results in a bigger
purchase. Jan and Nigel Oates had no
inkling though, as they sat on their 24ft
6in Regal one sunny day on the Isle of
Wight, that Jan’s question would also lead
to a complete career change.
The Regal was their first boat and a
Bavaria 330 Sport, Lady J, became their
second. They both loved the sportscruiser
– its twin engines and larger hull gave
them the confidence that France was
now in reach. They did however discover
that her wooden sole was a touch chilly,
particularly in the winter. A search ensued
but Jan could not find anyone specialising
in marine carpet services. So, the couple
made a brown paper template and laid
their own carpet through Lady J’s interior.
That might have been the end of the
story, had it not been for the fact that the
Oates were looking to create a business
where they could work together for the
first time. Jan’s background was in PR,
hotels, property investment and search,
then charitable work. Nigel was a trained
RAF aerospace engineer and then left
the services to teach maths to A Level
standard and beyond. Despite loving his
work, 28 years within the ever-present
school ‘germ factory’ and its resultant
niggly bugs in the winter made the option
for early retirement attractive. Having
first considered wise places to invest the
pension pot, it funded Lady J’s purchase,
a decision the Oates did not regret.
Owning the boat meant a need to keep
some income flowing in and the Oates
were right in the middle of their search
for a business they could work on jointly
when Lady J’s warmer sole provided
the eureka moment. “The carpet looked
really good,” Jan recalls, “so we did some
carpets for friends’ boats and they were
delighted. We had no real carpet fitting
experience, but Nigel’s training as an
aerospace engineer meant he was very
06 | BRITISHMARINE.CO.UK

focused on the detail.”
“We did a lot of research on the
internet,” Nigel continues. “We set up
a limited company in January 2013
and decided from the outset that we
would establish excellent relationships
with our clients because a boat is a big
commitment in which most owners take
pride and expect enjoyment. We also
wanted to deliver value for money, not by
being the cheapest but by setting a price
point towards the high end of the middle
band so we could devote time and effort
to the work.”
The Oates self-funded their low start-up
cost for what became Below Decks, with
just some tools and a laptop to purchase
initially. Their first workshop was the
garage at home. Research and contacts
found them excellent sources of material
and partners to work with, such as a
locally based carpet whipper for edge
finishing, avoiding the need for large
capital outlays on machinery.
Below Decks was however launching
from a standing start and had no
customers. The Oates decided to visit
brokers and refurbishment companies
around the Poole and Solent area to
find their first commissions and build
relationships. “We were welcomed with
open arms by everyone we went to see,”
Jan says. “It became obvious that we
were addressing a missing niche.”
Nigel continues: “It wasn’t long before
we were spending less time visiting
companies and most of our time on
commissions. We then needed more
space for the larger boats that we worked
on, so we rented a unit by the day at
Hurn Airport – it enabled us to get going.
Now we have an arrangement to use the
warehouse of our nearby carpet supplier
for cutting up – they are more than
happy to support us and have handling
machinery for larger deliveries of carpet. It
enables me to lay out templates on a flat
surface that is clean.”
Below Decks has also broadened its
base of partners, including a company

that edge binds for them with tape and
another that uses a specific type of edge
finish utilised by Princess Yachts. The
Oates have also researched numerous
carpet options and have developed a
system for bonding a non-slip underlay to
carpets that does not mark the underlying
deck, avoiding the need for press stud
fastenings on interior carpets, even for
sailing yachts.
Below Decks has now moved to a
nylon reinforced rip-stop material for
templating. Nigel’s measuring skills are
also being employed on a sub contract
basis for a synthetic teak deck supplier,
with the accuracy of the templates saving
that company much time, although
carpets remain the focus.
Despite suffering a worrying setback when Jan was taken seriously ill
soon after Below Decks launched, the
fledgling company turned a small profit
in its second year and has continued to
progress. It has now delivered more than
100 commissions, power and sail, the
smallest a 16ft day cruiser and the largest
a 40m motor yacht. Most of those have
come from word of mouth – Below Decks’
core marketing comprises its website
presence, branding on its car, British
Marine membership and attendance at
the Poole Harbour Boat Show each year
onboard Lady J. “Jan’s cake is the highest
value currency in the world,” Nigel says,
explaining that much of this precious
commodity is employed when they meet
trade and private customers.
“In 2014-15 we realised that
membership of British Marine would
give us what we consider to be a good
authentication of our business,” Nigel
continues. “We’ve kept up membership
since because we feel it is a good trade
organisation, it does provide a certain
degree of assurance for potential clients
and the magazines and information that
come through to us have value. Our car
branding includes the British Marine logo
and that is an important advertisement
too when working in marinas and yards.”

Below Decks works with individuals but
also regularly handles commissions from
brokers and other companies including
Landau UK, Berthon, Princess Motor Yacht
Sales, Nordhavn Europe and Discovery
Yachts. The Solent area is core, although
they have travelled to the Thames and as
far west as Plymouth so far.
The Oates put their success down to
a series of things – their natural way of
getting on with people, their transferrable
skills from previous careers, a pragmatic
approach to adjusting the business to
meet demand and the discipline they
adopted from day one to ensure that
communication and the end product
exceed expectations. Jan is quick to
acknowledge Nigel’s fastidious eye
for detail and desire for things to be
just right, not the easiest thing when
working across multiple curves on a thick
pile rigidly backed carpet. Nigel readily
praises Jan for her ability to seek out new
solutions to address client demands and
her eye for knowing what is right with soft
furnishings and colours. Both value the
strength of being able to discuss the day’s
programme together. Above all, they both
love what they do and enjoy working with
customers, many of whom they’ve found
to take a personal as well as a professional
interest in them.
The Oates want Below Decks to further
broaden its portfolio of commissions
so that they keep learning and for it to
continue to generate a level of business
that is manageable for the pair, although
they can flex to deal with any challenging
circumstances through the company’s
now established partnerships.
As for France? Well, ironically, that part
of the plan remains on the to-do list. First
priority is an imminent relocation of the
home that doubles as their office, a few
miles outside of Bournemouth. Then, who
knows? That celebratory glass of wine
on the other side of the Channel might
beckon, safe in the knowledge that if they
spill it, the Oates will know who to turn to
for Lady J’s carpet replacement.

Clockwise from top left: the boat
purchase that triggered a business
– the Oakes’ Bavaria 330 Sport Lady
J. Nigel and Jan Oates alongside
their branded Mercedes estate,
more versatile than a van and
unsurprisingly furnished with custom
carpets to protect the boot space.
Neat carpet work on the engine
hatches of the first Nelson 51 to be
produced during its refurbishment.
Tricky detailing to accommodate the
floor storage access on a new Dufour
512, all without the need for studs
using Below Decks’ non-slip system.
Just about every conveivable angle
accommodated in the aft cabin of a
restored Camper and Nicholson 47
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Q&A
James Day

British Marine’s chief legal and operations officer answers our
questions on significant changes to data protection laws in the UK

Q
A

Q
A

What is the GDPR and when does
it come into force?
GDPR stands for the General Data
Protection Regulations. It came
into force in May 2016. However, there
is a two-year transition period, which
allows organisations to comply with the
Regulations by 25 May 2018.

Is consent still a lawful basis for
processing data?
Yes, consent is still one of the
six lawful bases for processing
data. However, the GDPR has made
the obtaining of consent much more
difficult in practice. Consent must now
be freely given, specific, informed and
unambiguous. This means the use of preticked boxes, opt-outs or implicit consents
are no longer permitted and there must
be a clear affirmative action by the
individual to the consenting of their data
being processed.

Q
A

Will it apply to the UK given we
are exiting the EU?
Yes, it will apply to those
organisations in the UK and this
has already been confirmed by the UK
Government. The reason for this is twofold. First, the Regulations will be effective
before the UK’s formal exit from the EU.
Second, any UK based organisation that
transfers data into the EU will have to
comply with the Regulations.

Q
A

Will the Data Protection Act 1998
continue to apply?
No, the Regulations will replace the
current data protection framework
governing the UK, which means the Data
Protection Act 1998 (DPA) will no longer
apply. However, the GDPR does follow
and build on those principles already
contained in the DPA. Therefore, if your
organisation is already compliant with the
DPA, then you will be a considerable way
towards complying with the GDPR.

Q
A

Does GDPR only relate to Limited
Companies?
No, it relates to any organisation
that is considered either a Data
Controller or a Data Processor. This can
include, but is not limited to: incorporated
(eg limited) companies, unincorporated
(eg sole traders) companies, partnerships
and charities.

Q
A

What is a Data Processor and
Data Controller?
Data Processing can be simplified
to operations performed on
personal data, such as collection,
recording, organising and storage of data.
08 | BRITISHMARINE.CO.UK

About the author
James Day heads British Marine’s
Legal Services team and serves as
British Marine’s company secretary.
He has a Graduate Diploma in Law and
broad practical experience of company
governance and business law.
An organisation that does this would be
considered a Data Processor. In contrast,
a Data Controller is the legal person that
determines the purpose and means of
the processing of personal data. Any
organisation that has employees and
holds personal data on that employee,
would be considered a Data Controller.

Q
A

What is a Privacy Notice and do
we need one?
A Privacy Notice is the mechanism
that organisations use to provide
accessible information to individuals about
how their personal data will be used by
that organisation, the lawful basis in
which the organisation is processing that
data and that organisation’s retention
policy for that data.
Each organisation should have a Privacy
Notice setting out this information. It
is common to find Privacy Notices on
websites. However, it should not just be
limited to this area and it is good practice
to use the same medium an organisation
uses to collect personal information to
deliver Privacy Notices.

Q
A

What is a Subject Access
Request?
A Subject Access Request (SAR)
is not new to the GDPR, but the
GDPR has changed how SARs should
be dealt with. An SAR is the right for
each individual to ask an organisation to
provide confirmation that their data is
being processed, to access their personal
data and any other supplementary
information. Previously, the DPA provided
40 days for organisations to comply with
these SARs and allowed a charge to be
made of £10 per request. However, the
GDPR has scrapped the ability to charge
and has reduced the compliance time to
30 days. Failure to comply with an SAR
in the required time could result in action
from the Information Commissioners
Office (ICO).

Q
A

Are data breaches limited to
cyber-attacks?
No, this is a common
misconception. Whilst cyberattacks are a risk to potential data
breaches and are often widely reported in
the news, there are many other ways in
which a data breach can occur. Common
examples are leaving an unencrypted USB
in a public place, sending an email with
data in the content to the wrong person,
leaving a work file in a public place or
a breach of an organisation’s customer
relationship management system.

The Green Blue column

Q
A

How does the GDPR address
data breaches?
The GDPR requires that each
organisation assesses the likelihood
of a data breach and puts in place the
relevant security measures to prevent
such a breach taking place. It also
requires that, in the event of a breach, an
organisation reports that data breach to
the ICO within 72 hours, unless the breach
is unlikely to result in risk to individuals.

Q
A

Does the ICO only target larger
organisations?
No, there have been numerous
examples of small organisations,
public bodies and charities being
investigated and fined by the ICO.

Q
A

Have the ICO’s powers been
increased by the GDPR?
Yes, the GDPR has empowered
the ICO to carry out audits on UK
organisations, requiring that organisation
to show that they are compliant with the
GDPR. Furthermore, the ICO’s authority
to impose fines has increased. For a
breach of record keeping, contracting
and security clauses, the ICO can now
impose fines of up to two per cent of
annual worldwide turnover, or €10m,
whichever is the greatest. For a breach of
the basic GDPR principles, a data subject
rights, transfer to a third country or noncompliance with an ICO order, then the
ICO can impose a fine of up to four per
cent of annual worldwide turnover, or
€20m, whichever is the greatest.

Q
A

Can I wait until 25 May 2018 or
should I start now?
Do not delay. There will be a
considerable amount of work for
every organisation to be compliant with
GDPR. The longer an organisation delays,
the more at risk they are.

Further information
British Marine will be organising training for
members on GDPR to provide practical advice.
Dates and details for these courses will be
available in the near future. To submit your
interest in attending, please contact Liv Whetmore
at lwhetmore@britishmarine.co.uk
Also look at the ICO’s website ico.org.uk/fororganisations/data-protection-reform/ and do
speak to your legal advisors about GDPR and its
potential implications for your organisation.

What’s next for The Green Blue?

I

t’s coming up for an impressive 12 years since the launch of The Green Blue
at the Southampton Boat Show in 2005. Established by British Marine and the
RYA, the joint environmental awareness programme was set up to promote
the sustainable use of coastal and inland waters by boating and watersports
participants, as well as the sustainable operation and development of the
recreational boating industry.
With initial funding support from Defra and The Crown Estate, there is no doubt
The Green Blue has raised awareness. The project team has delivered hundreds
of workshops and environmental audits, developed engaging signage and online
resources and distributed thousands of environmental products to encourage
boaters, clubs and businesses to make sustainable boating simple.
It has successfully helped boat users, member businesses, sailing clubs and
training centres reduce their impact on coastal and inland waters to keep them in
great shape for now and the future.

Focus on navigation rights and invasive species
The next two years will see a more focused educational programme for The Green
Blue, with the project concentrating on two main areas: maintaining freedom
of access and rights of navigation for recreational boaters in the UK’s marine
protected areas, as well as between water bodies (specifically concerning invasive
non-native species).
Kate Fortnam, The Green Blue Campaign Manager, explains: “Awareness of
environmental issues has undoubtedly increased in recent years. But there is still
more work to be done to protect the future sustainability of our freshwater and
marine ecosystems.
“Over the next two years our campaign focus will be on environmental training
and education for recreational boaters in the UK’s marine protected areas, as well
as continuing to raise awareness of the threat of invasive aquatic species.
“Our marine protected areas are some of the most special places that boaters
can visit in UK waters. By working towards an environmentally self-regulating
boating community, The Green Blue campaign helps boaters minimise their impact
on the environment, to safeguard the waters and habitats they enjoy.
“Invasive species threaten the survival of our country’s native plants and
animals and cost the economy at least £1.8bn a year. Simple steps such as hosing
down and thoroughly drying your boat, clothing and other equipment after use can
help to protect the future of our native species.”
The Green Blue will also continue to provide all the invaluable information and
resources that it has built up on its website: www.thegreenblue.org.uk
More information will follow on the new campaign and the continued benefits
and resources that are available to members. For further information, please
contact Kate Fortnam on 023 8060 4227 or kate.fortnam@rya.org.uk – you can also
follow The Green Blue on Twitter @TheGreenBlue

The Green Blue campaign
helps boaters minimise their
impact on the environment
to safeguard the waters and
habitats they enjoy, such as
Studland Bay in Dorset
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The London Boat Show, established in 1955 and known the world over as
one of the iconic marine leisure events, is set for its biggest relaunch since
moving to ExCeL London in 2004. British Marine magazine caught up with
chief officer of boat shows, Murray Ellis, to ask what has prompted this
decision and what can we expect when he and his team roll out the changes

O

n 10 January 2018 ExCeL’s South Hall
alongside Royal Victoria Dock will open
not one but three doors and for five
days, not 10. The London Boat Show will be
supported by the Boating & Watersports Holiday
Show on the one side and Bespoke London on
the other. In times past perhaps these would
have been conceived as major features within
the Show – but bolder decisions have been
taken to create them as events in their own
right, enabling audiences in those sectors to
be targeted directly. Importantly, all three are
being designed and managed by British Marine
Boat Shows to ensure that the aims of each
contribute to the marine industry as a whole.
So, what prompted such a major decision?
“The world has completely changed and it was
time for the Boards and British Marine Boat
Shows team to stop and think about what we
needed to do with London,” chief officer of boat
shows, Murray Ellis responds. “The results of
the 2017 London Boat Show and subsequent
research prompted that – it looked great, as it
always does, it remained important and relevant
but it didn’t deliver sufficient quantity and quality
of visitors to the very diverse market sectors
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represented by our exhibitors. Business was still
done, loyal exhibitors and visitors still value the
Show but our audience was diluted across a 10day period. The Show also started close to the
end of the Christmas break, which was necessary
because ExCeL London is very busy now and our
traditional early January window is the only one
available to us.

Importance of the Show
“It’s important to remember that the London
Boat Show has a strong profile with the general
public. It provides a key platform to showcase
the marine industry in the capital and the perfect
venue to meet with government ministers and
other key influencers. We also use it for essential
activity such as our Meet the Buyer programme
and association meetings. And it provides a
financial contribution towards the broader work
of British Marine on behalf of all members. So, its
influence stretches well beyond what you see on
the floor of the South Hall.
“However we could not keep it as it was.
Proposals were drawn up and discussed in
February by a joint meeting of the British
Marine Boat Shows Board and British Marine

Management Board. That enabled the nonexecutive directors, who are voted onto
these boards as the representatives of our
membership, to make rapid decisions in time for
the 2018 Show.

Time shift
“Major boat shows around the world are typically
shorter now and by taking the decision to move
to a duration of five days we can also change the
start day further into January. Exhibitor feedback
suggests this is the right course of action and it
will attract those who had previously been put
off by the high impact of staffing and other costs
associated with a 10-day run.
“Wednesday will now be our Public Preview
Day, then Thursday will keep its popular latenight opening, building momentum into the
weekend. All five days will be busy, positive and
highly charged without a lull.
“Once the timeframe was decided the thought
was we shouldn’t just settle for a London Boat
Show delivered to the same formula over a
shorter period but look to see how we could
introduce new audiences that deliver different
dynamics and markets. We’ve seen how social
media is influencing the way that people like
to receive marketing messages as if you are
speaking with them individually. The original
London Boat Show format was too broad to be
able to do that effectively and we wanted to
guarantee that the right visitors identified with
as many of the strands represented as possible.

Addressing new markets
“Consumer exhibitions in other markets are
dealing with this by creating events within
events. If you give these their own identity, with
a different title and logo, you can focus your
marketing accordingly.
“We looked at several sectors, such as
fishing and diving which seemed obvious areas
to explore, but found these markets weren’t
big enough to sustain a Show of their own.
Watersports and boating holidays however are
clearly growth sectors and really important
ones given what we are learning about the
next generations. Stand up paddleboarding, for
example, is currently the fastest growth area
in terms of getting people out onto the water.
January is the busiest time for people booking
holidays, making it the perfect time to promote
sea charter, flotilla, inland hire and boating
activity breaks. All can draw new exhibitors and
new audiences, so we decided to create the
Boating & Watersports Holiday Show.
“We also looked at the challenges posed by
the broad breadth of the marine industry, from
kayaks to superyachts. We need to deliver a
Show that’s right for exhibitors and attracts the
right visitors. At the luxury end of the market
you need to sell lifestyle.
“There are a lot of high-end exhibitions at the
moment but they are very specific to one type
of product, such as watches, automotive or
properties. What we are setting out to do with
Bespoke London is identify 10 key product types
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and then restrict the number of each exhibitors
for each type to no more than five. That formula
will deliver a well-balanced curated Show that
looks completely different and will attract new
audiences for our larger powerboat and sailboat
companies.
“The London Boat Show will sit at the heart,
but the Boating & Watersports Holiday Show and
Bespoke London will complement it and deliver
something completely different. All three will
provide additional routes to market and open
opportunities for new sponsors, commercial
partners and media partners.

“The London Boat Show itself remains a
strong and important event with demand
from exhibitors and visitors. Its layout will be
completely redesigned with the boats aligned
right across the back wall, so that they form
the backdrop. The boardwalk concept that has
proven to be popular with many boat exhibitors
will be continue to be offered, providing a
lower cost means of exhibiting compared to a
completely bespoke stand.
“The additional Shows will not negatively
impact the space we can allocate for existing
and new exhibitors selling boats, marine
equipment and related services. The layout for
the 2017 Show was generous in its walkway
layout and can be made more efficient, while
some companies and attractions will of course
move into the Boating & Watersports Holiday
Show. Bespoke London will comprise just 10 per
cent of the area utilised and there is more than
400,000m3 of volume to use in the South Hall.
“We’ll also be using some of the available
area to create additional attractions for visitors
to enjoy, such as a beach resort and the Lock
Keeper’s Inn, our very own pub, in the Boating
& Watersports Holiday Show. Announcements
about other features will follow.

Agile approach
“The bottom line is that the world is changing
around us and we should expect that our
Shows must be agile and keep evolving to meet
demands and expectations. When you look
at our boatbuilders and dealers we see how a
continual stream of new models is essential to
drive sales. I think a similar approach will be
needed for our events as well. We must maintain
focus on the current generation of boatowners
but also tick boxes for Millennials who want to
come along, have a great time together and book
an experience or buy some personal watersports
equipment for example.
“Exhibitors will have their part to play in this,
by marketing the London Boat Show to their
12 | BRITISHMARINE.CO.UK

OnEdition

Generous space for boats

customer bases and by considering the most
effective way of designing their stands for a
five-day event. We understand that return on
investment is important and many people are
looking much more closely at their marketing
KPIs than they did a few years ago. The shorter
duration of the Show will generate savings for
most companies on staff accommodation and
subsistence, but there might be an option of
simplifying stand construction too and I’d urge
exhibitors to look at that.
“Response to-date has generally been positive.
A good number of companies, including major
names, have already committed and we are in
discussions with many more, including some
who will be returning to London after a break,
or exhibiting for the first time, attracted by the
shorter duration.
“In terms of what follows, it will be an even
busier year than normal with lots of planning.
You can expect to see more information from us
about developments in the weeks ahead as we
move from conceptual layouts into the detailed
design phases.
“Reducing the duration from 10 days to five
and adding two Shows are bold changes but they
demonstrate that we are committed to making
the London Boat Show work. This is a breath of
fresh air – the time for fine tuning is over and we
need to create genuinely new opportunities for
the industry.”

Chief officer of boat
shows, Murray Ellis

OnEdition

MEET THE TEAM

Carol Taylor

sales account manager – British Marine Boat Shows

I

f you see a slightly emotional Carol
Taylor walking past your stand the
day before the doors open, then just
give her a minute. She’s soaking in the
result of 12-months planning the many
pieces of the perennial jigsaw puzzle that
comprises a British Marine Boat Show.
“At the start you look at a blank sheet
of paper, then progress to an outline,
before working on the detailed plan with
all the features and stands, large and
small. The result always looks amazing,”
Carol says. “There have been years I’ve
even bawled my eyes out because I am
immensely proud of what the British
Marine Boat Shows team has achieved.
Every single show I’m like that.”
That’s a lot of emotional moments
we are talking about too. Carol has just
celebrated her 20th anniversary with
British Marine – not bad for someone
who had no inkling that the marine
industry would become such a big
part of her life. Carol got started in the
workplace straight out of school when
computer firm ICL immediately made
her an offer following a week’s work
experience. Happy times followed where
she learned a range of business skills
that have served her well since. She
then took on temping assignments over
several years while raising her three
daughters near London, Manchester and
Nottingham, before moving south again.
The variety of tasks and flexibility of
temping suited Carol, but an unfulfilled
desire to work in recruitment beckoned.
She was headhunted for a sales role in
that sector, but it didn’t work out as
well as hoped: “I was trying to persuade
people to take jobs that weren’t the right
thing for them and I didn’t like that. I was
only there six months when I found an
accounts role with British Marine.”
Working on bought ledger provided
Carol’s first experience of engaging with
British Marine Boat Shows’ exhibitors.
She was then seconded onto a database
project. A short break followed, before
Carol joined the Boat Shows sales
department in 2003. She became
responsible for the whole sales team
around six years later.
Carol is a self-confessed hands-on
person not shy in tackling any task

or playing her part to ensure a job is
done well. “I am very passionate about
customer service and getting back to
people. I treat people the way I expect
to be treated and I would never ask my
team to do something that I wouldn’t be
prepared to do myself.
“We are sometimes asked ‘what do
you do for the rest of the year?’ I don’t
think people often realise what it takes to
stage our Shows. Take TheYachtMarket.
com Southampton Boat Show – in
Mayflower Park you must contend with
the trees growing bigger each year or
the council putting some extra tarmac
down. The parking meters are another
obstacle. I’ve just been advising an
exhibitor who is going to be on the
waterfront with a stand that is half car
park and half tarmac, with a curb in the

A lot of consumer
research is done online but
people want to talk, to learn
more about the product
middle. A site visit is often sensible.
“We are there to assist our exhibitors
and ensure they get the very best result
from their stands. We’ve made some
adjustments to the TheYachtMarket.com
Southampton Boat Show hall layouts this
year because of exhibitor feedback and
I’ve just sold the last stand in Ocean Hall.
“For the London Boat Show we have
a completely changed layout next year,
with the addition of the Boating &
Watersports Holiday Show and Bespoke
London. It will feel different – a lot of the
exhibitors are going to be working harder
over the five days because there will be
more people on each day.
“Our charter and hire companies
already do incredibly well in January
but creating an event specifically for
their sector means we can market
their services in different channels.
The features have been pulled right
into the centre of the Show and we’re
getting a lot of interest from narrowboat
companies for example. This is great
because a weekend canal break could

later lead to broader interest.
“In the core London Boat Show we
already have big names signed up,
including Sunseeker International and
Bénéteau. When we allocate space
we commence with the bigger stands.
Some people think we prioritise larger
companies as our favourites but we
allocate them first because of the
physical constraints involved and
because we know a lot of exhibitors will
want to appear near them to benefit
from the attention they generate. I am as
interested in exhibitors who book a 3m x
3m stand – we want to assist them too.
Carol strongly believes that the Boat
Shows have an important future: “A lot
of consumer research is done online but
people want to talk, to learn more about
the product. There are more purchases
made because visitors have spoken to
an expert and our research shows that
people do buy a different brand than
they intended because of visiting a Show.
“Another important part of my job is to
speak with exhibitors about their overall
marketing plans, in confidence, up to
two years in advance. Knowing what
they need means it is more likely we can
accommodate any changes.”
Exhibitors sometimes tell Carol they
wouldn’t want her job, aware that
managing compromise is an ever-present
requirement of the role. But with a flash
of her trademark smile she is quick to
say that her enthusiasm for Boat Shows
remains undimmed: “Life has been pretty
good to me and British Marine has been
good to me too.”
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Marine retailing has changed
beyond all comprehension
in the 30 years since TCS
Chandlery commenced trading.
Kim Hollamby interviewed the
company’s managing director,
Rob Clay, to ask what it takes
to run a bricks and mortar
chandler in 2017

ame a major retail
enterprise on
the north bank
of the Thames close by
the Dartford Crossing and
perhaps you’d say Lakeside
Thurrock, one of the UK’s
largest shopping centres.
Close by though there is a bricks and mortar
outlet of a very different kind that was created in
the same year, 1989.
TCS Chandlery was founded by Roger Clay
because a site owned by him within an industrial
estate in Grays, Essex, was host to a business
that was closing. His family’s interest in boating
generated the idea that they should run a
chandlery from the location. His son Rob, a
quantity surveyor by trade and a keen sailor, was
looking for a career move. He joined the new
ﬁrm and they developed TCS together.
“That was in the early days when credit cards
were only just coming in,” Rob remembers. “We
took a lot of cash then because everyone else
was being paid the same way.
“We opened the ﬁrst shop and attended boat
jumbles in those early years to increase sales.
My brother, David, joined us 10 years after
starting the business and the three of us ran it
together from our Grays site. At that stage we
were surrounded by huge chandlery mail order
businesses – Pumpkin, Cruisermart, Thomas
Foulkes, London Yacht Centre and Captain OM
Watts. Those names gradually disappeared but
we continued to expand.
“When Cruisermart ceased operating in
Southend we took that shop on and developed
a close working relationship with the team at
Essex Boatyards, which led to an invitation to
open a TCS Chandlery branch at Essex Marina
also. We originally looked at the numbers and
it wasn’t going to work for us at the time. But
around seven years ago it made more sense and
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we opened our third store
in that location.”
The company launched
its ﬁrst full catalogue in
2005 and has printed
it annually since. “The
idea was to have an A5
publication that sits nicely
on shelves aboard boats and on coffee tables
as well,” Rob explains. “It’s a huge amount of
work getting it together and I think we are quite
unique now in producing a 300-page catalogue
that is mailed out. We launch it each year at
the London Boat Show and distribute several
thousand copies there.
“It contains pricing so we have to reprint it
every year. We’ve considered other options,
such as inserting a separate price list, but if you
pick up a Next or Argos catalogue the products
are all priced next to the descriptions and my gut
feeling is that’s what our customers want – to
open it up and ﬁnd all information to hand.

Net sales
“The catalogue runs in parallel with the website
now. The chap that built the ﬁrst website in the
early 2000s asked what I wanted and I think I
gave him the Plastimo catalogue at the time and
said ‘do that online’ – it was a mammoth task.
The website has developed over the years – it’s
good for us without a doubt. It must be intuitive,
with useful information for each product.
“The biggest problem I’ve found with internet
buying is you don’t get loyalty. The reason I
enjoyed working at the counter in the old days
is that if someone came in and wanted to paint
a boat or ﬁt a toilet, you could give them the
whole nine yards of what was needed, tell them
to take the products away, bring back unused
and unopened items and we would issue a
credit. Our customers bought into that and
would come back when they wanted help with

Above: the main display
space at TCS Chandlery’s
shop in Grays, Essex. Right:
Rob Clay, managing director
of the company

something else. Online it is very much about
who has got the cheapest product, although
we often take telephone calls from customers
who are uncertain about which products on the
website would be best for them and turn to us
for advice.
“You also need to understand Google – it is
fantastically powerful. If your images are not
the right size it will give you a warning, then
delist your product if not addressed. Google
is constantly crawling your site to see where
your good points and failings are, so we need
to maintain images, product descriptions and
related product information to ensure all are
up-to-date. Prices are obviously paramount
as well, given that Google Shopping enables
people to rank listings in price order. There was
a time when the total bill would count more,
so it mattered less whether you were price
competitive for every component. Now the price
of each individual item is important.”

Reshaping the business
Roger retired in 2013 and soon after David
decided to leave day-to-day duties at TCS too
so that he could work closer to his home in
Kent. This prompted Rob to review activities.

The Southend shop was very busy, but also
expensive to run. It was also not conveniently
located for drop-in traffic, due to parking
restrictions. Plus, the chandlery scene was
irrevocably moving more to mail order. So,
the store was closed and its experienced staff
transferred to the Grays headquarters.
Rob speaks with passion about the knowledge
of the loyal team within his business and how
their expertise can enhance the customer’s
experience of buying a product. There are fewer
chandleries with retail premises available to offer
personal service now. With hindsight he says this
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is not a new trend, citing the small chandlery at
the marina where he sailed as a boy which he
suspects was only viable as a business because
its owner subsidised his income by repairing
wooden boats.
Another prime beneﬁt Rob identiﬁes that
TCS and other bricks and mortar chandleries
offer is the immediate availability of products: “I
had a customer at the weekend that we spent
some time with on the telephone who asked if
the goods he was seeing online were available.
We assured him that pretty much everything
featured on the website is what we carry in
stock. He was based in the West Country and
said he wished he had something like that closer
to him.
“Our customers now expect things immediately
– we’ll even get calls on a Monday at 9am
regarding an order placed the night before,
checking on delivery. Everyone expects
immediate answers to email. Companies like
Next, where you can order up to midnight
for delivery the following day, are inﬂuencing
what our customers see as the norm. People
don’t tend to travel so frequently now to visit a
chandler – they will order online. We frequently
had customers travel down from Suffolk to use
the services we provide here but now it’s not
uncommon to be sending parcels to addresses
quite close by. It’s reassuring to see them still
using us but we don’t get the same interaction to
generate customer loyalty.
“There are other challenges too when running
a mix of shops and mail order. You need to
unpack your products so that customers can look
at them and touch them when they visit. But you
might have to box them up again for despatch if
you receive a telephone or online order.”

Engaging with the industry
TCS Chandlery’s key beneﬁts as a British Marine
member of long-standing are the discounts it
receives for the cost of exhibition space at the
London Boat Show and TheYachtMarket.com
Southampton Boat Show. “It’s also a good forum
and useful for networking,” Rob says. “Through
British Marine I met up with Emma York of Fresh
Approach PR, who now handles some of our
online marketing. Finding and engaging someone
that knows the industry is much better than
employing a digital marketing ﬁrm locally that
hasn’t got a clue about boats.
“I love the industry and being involved with it
but it has its challenges. I’ve always been fairly
vocal regarding my views but believe you should
put up or shut up, so I try to offer constructive
comments. I am also a British Marine Trades
Association committee member, which is useful.
I do get frustrated when we are dealing with
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issues that take time to produce a result, but
good things are being done there. It’s also useful
to have other committee members who fully
understand retail.
“One of the things I have been asking the
British Marine Trades Association to discuss and
consider is what are the industry’s expectations
of bricks and mortar chandlers for the future?
I think we offer the optimum opportunity for
our suppliers by adding experienced service,
advice and good stockholding, but to do that we
have the additional overheads of our staff and
premises compared to warehouse-based and
home-based online retailers. We are also seeing
more manufacturers and distributors selling
direct to end users, which is a challenge. I think
suppliers should always provide a preferential
trade price structure to support those of us with
premises that showcase marine products, offer
advice and provide face-to-face service.”
The world is a very different place now and this
is starkly illustrated by TCS Chandlery’s shop in
Grays, once surrounded by industrial units and
now bordered on all sides by houses. Rob freely
acknowledges that the challenges faced by bricks
and mortar chandlers have parallels with high
street retail sectors, such as book sellers and
recorded media.
“Just like the other kinds of shops that people
value, it is the case that people will need to use
us or lose us. We’ve built TCS Chandlery over 30
years and you cannot buy that kind of credibility.
We have a core of customers who value what
we’ve got. People rate service as high as they
have ever done and we are geared to offer that,
over the counter, by telephone and online. We
have a good level of business that is increasing
year on year.
“If you look at the remaining chandlers that
still offer retail premises, we are all enthusiasts
and manage our businesses hands-on. I believe
that traditional chandleries have an important
role to play in the wider industry to retain its
current customers and grow the next generation
of enthusiasts.”

TCS Chandlery’s comprehensively
stocked store at Essex Marina on
Wallasea Island

STATISTICS

WATERSPORTS PARTICIPATION

IN NUMBERS
The 2016 Watersports Participation Survey is the latest of an annual series of comparative
reports that is freely available to British Marine members. The headline news is good, with
overall boating participation returning to a level not seen since 2009. Here’s a snapshot of
some of the key numbers revealed by this research

3.5m

23%

5%

The number of UK adults that
participated in any form of boating
activity during 2016 (3.2m in 2015)

The percentage of boating participants
that undertook six or more activities in
2016 (up from 20% in 2015)

The number of empty nesters that
participated in any form of boating
during 2016 (down from 5.4% in 2015)

2.4%

8%

2.5%

The percentage of the UK population
that participated in some form of
powered boating during 2016 (down
from 2.6% in 2015)

2.5%

The percentage of the UK population
that participated in some form of sailbased boating during 2016 (up from
2% in 2015)

3.6%

The percentage of the UK population
that participated in canoeing and
rowing during 2016 (the same as 2015)

2.6%

The percentage of the UK population
that participated during 2016
in surfboarding, bodyboarding,
paddleboarding and kitesurﬁng (up
from 2.1% in 2015)

The percentage of male population
participating in any boating activity
during 2016 (up from 7% in 2015)

The percentage of the population
owning any kind of boat in 2014-2016
(down from 2.6% in 2013-15)

6%

50%

The percentage of female population
participating in any boating activity
during 2016 (the same as 2015)

9%

The percentage of 16-35 year olds that
participated in any boating activity
during 2016 (up from 8.9% in 2015)

7.9%

The percentage of the population in
London, the East and South East that
participated in any form of boating in
2016 (up from 6.7% in 2015). This is
also the same percentage for Wales
and the South West (up marginally less
from 6.9% in 2015)

The percentage of participants inland,
or coastal, for all boating activities in
2016 – around the same for 2015

Free member research

The Watersports Participation
Survey is conducted annually by
a consortium of leading marine
bodies including British Marine,
the Royal Yachting Association
(RYA), Maritime and Coastguard
Agency (MCA), the Royal National
Lifeboat Institution (RNLI), British
Canoeing (BC) and the Centre
for Environment, Fisheries and
Aquaculture Science (Cefas).
Members can download the
comprehensive executive summary
of this year’s Survey for free,
along with a range of other data.
Visit the British Marine website at
britishmarine.co.uk/Resources/Publications
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FIT for the

The latest review of British Marine’s governance has identified opportunities to make its management

H

ow best to govern a
trade body of more than
1600 members and 27
associations spanning many activities
in an age where markets are moving
quickly, volunteer time is at a
premium and member-led democracy
remains paramount? That was the
challenge set out in British Marine’s
2016-17 business plan. A year later,
after much work by non-executives
and staff, changes have been made
to ensure fitness for the future.
The management structure in place
until recently was established during
British Marine’s previous governance
review, around eight years before.
The main elements consisted of:

● a Management Board of an
elected president and treasurer,
elected non-executive directors
and British Marine’s chief
executive officer and company
secretary – this had replaced
a much larger board of nearly
50 directors comprising chairs of all
associations and services and was
convened to act as the senior board
and manage the core business of
British Marine;

● a separate board for British Marine
Boat Shows comprising an elected
chairman and elected non-executive
and executive directors, plus the
company secretary, to manage the
specific business of the London and
Southampton Boat Shows;

● a National Council comprising the
chairs of the associations – this
served as the primary vehicle for
communicating the priorities,
challenges and opportunities identified
by associations and by British Marine.
Each body typically met separately,
four times annually, making at least a
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a number of issues – including
reducing the demands on unpaid
non-executive directors, optimising
the use of staff time and improving
the agility of the management
structure to respond faster to
opportunities and threats.
“There were a number of
ingredients we had to maintain,”
British Marine chief executive officer
Howard Pridding explains. “It is
essential for members to inform
our strategy and for decisions to
be accountable to members and
so we have to make it possible
for them to continue to give their
time, contribute their knowledge
and offer their sector experience
by streamlining our processes and
becoming more efficient.
“The first question we asked
is did we need two boards to do
this? British Marine works as one
Chief executive officer
operation, employing 50 people,
Howard Pridding
running two exhibitions and looking
after 1600 members. The Boat
Show Board often had to refer to the
Management Board to get agreement
on its decisions. So, in the past year we
have trialled running joint meetings of
the boards – not easy with more than
30 people around the table, but we soon
realised it worked. We examined the
legal implications – British Marine is a
dozen significant meetings per year that
group of four companies – British Marine
required a lot of dedicated planning. In
Federation Ltd, National Boat Shows Ltd,
many cases one body had to reference
Southampton International Boat Show Ltd
or refer decisions to another and then
and BMF Property Ltd. Each of those has
await answers, which immediately slowed
its own board, but legally you can have a
decision making too, whatever the best
common board of directors that sits on
efforts of those involved. Some nonthe boards of all four.
executives would also need to make
“We also examined the size of that
time for trustee meetings, remuneration
board, its responsibilities and how we will
committees and the like. So, the required
look after any potential conflict between
voluntary commitment could be very high,
our boat show interests and our trade
just to conduct the business of British
associations. There has been an immense
Marine, without taking into account other
amount of detail to go through and a
duties associated with the offices held.
massive amount of valuable member
The review in 2016-17 set out to address
input into this process. Our chief legal

It is essential for
members to inform our
strategy and for decisions to be
accountable to members

mo

ent

FUTURE

more agile, responsive and appropriate to the changing world in which we live. Kim Hollamby reports
and operations officer, James Day,
designed the structure in response
to this feedback and checked
every ramification, giving everyone
concerned the certainty that the
changes were legally correct.”
The restructure was discussed
at the Boards and then at a special
meeting of the Council prior to the
necessary changes to the articles
of association being voted in at the
AGM this month. The new singular
Board will number 15 initially, then
13 from the 2018-19 financial year
onwards. It will comprise mostly
non-executive directors, with wide
representation across sectors.
The old structure of a president
and vice presidents of the
Management Board and chair of the
Boat Shows Board has been replaced
by an elected presidential team of
three: the president-elect, president
and immediate past president, each
role being served for a term of one
year. Initially this team will comprise
Greg Munford (who moves from boat
show chairman) as president-elect and
David Pougher (current president) as
president. The immediate past president
role will be appointed in 2018-19.
Some of the many duties previously
carried out by the president will now be
shared among the team and the required
commitment at non-executive senior level
has typically been reduced from as many
as six years (including two as president)
to three. The president elect role also
provides a perfect platform to prepare for
the presidency itself. This should make it
possible for more members to put their
names forward to serve in this way.
The leaner Board will be supported
by the creation of agile project focused
teams that will investigate key areas
of interest and recommend actions.
These Task and Finish groups will
typically comprise two, three or four
members, who work on specific issues

travelled big distances to receive
large presentations on what we were
doing. Increasingly there have been
fewer questions and little comment,
so it hasn’t been working as well as it
should. Our Council is the members’
forum and a mechanism for
bringing ideas from the grass roots
membership via the associations so
that they can be actively debated.
“We listened to ideas on how to
improve. Now we have a reporting
mechanism for associations to
complete ahead of Council and
through that we can spot themes
that are common to a number of
them. Council now sits in small
groups and discusses one or two key
issues, then reports back by table; a
number of staff participate too. The
interaction is working really well,
more people are contributing and
there’s a real buzz in the room.”
president
Speaking after the AGM, president
David Pougher David Pougher confirmed the
changes had been very collaborative:
“In the last 12 months the diligence,
commercial acumen, skill, will and passion
of every single member of our Boards has
been impressive and we have managed to
achieve continuity as we move forward.
“It’s brilliant that our Board has the
wide skills and knowledge needed to
represent our broad industry and can
with British Marine staff, then bring the
debate issues without missing the
outputs back to the Board within a finite
importance for any segment of the British
timespan. The Futures project, examining
Marine family. Going forward I’m also
anticipated and actual changes to boating
pleased that the changes should enable
participation and potential responses,
more members to volunteer their time for
is one of several examples already in
the future wellbeing of British Marine and
existence and working well. There will
I would urge them to do that.”
also be an advisory group for Boat Shows
“We’ve had to be very internally
that can be flexibly brought together to
focused to do this work but I’m looking
examine specific issues.
forward to getting out of the office
“Our governance review also looked
again,” Howard concludes. “Members are
at the role of our Council and we have
our lifeblood, so it will be good for us to
changed its format,” Howard states.
have more time to explain how British
“We used to sit up to 50 people around
Marine can assist and to listen about what
a large square table. Many of them had
we need to do next.”

The dilligence, commercial
acumen, skill, will and passion
of every single member of our
Boards has been impressive
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Are you selling
boats, equipment,
insurance, training,
chandlery, engines
or electronics?
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